Achieving high levels of engagement among UK primary and secondary
healthcare professionals using a World AIDS Day digital media,
augmented reality, and email education campaign
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BACKGROUND: METHODS:

The remarkable progress made in treatment and care since the early 1980s, has transformed HIV from = We launched a UK wide HIV educational campaign using digital media advertisements and email
a death sentence to a manageable condition with a near normal life expectancy.’ targeting primary and non-HIV specialist secondary care HCPs.

But to live with HIV is about so much more than the virus itself. Fear, stigma and myths about HIV are We developed a fact sheet on "HIV in the UK today’ with the input and endorsement of all co-authors.
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Sl GeTUmE,” CEm S 1S nEelligee ORminuiiLy: HCPs were contacted through Data4NHS emails (citing local prevalence data) and rotating digital

Research conducted in a large London hospital® found that 80% of staff were unaware that people media advertisements across the healthcare professional websites Doctors.net, GP Notebook,
living with HIV who are on effective treatment and have an undetectable viral load cannot sexually Nursing Times, Pulse, Patient.info and The BMJ.
transmit HIV (U=U, undetectable equals untransmittable?). Over a third were unaware that women

living with HIV could give birth to an HIV negative child3 Both campaigns linked to the ‘HIV in the UK today’ fact sheet.

HIV HCPs were informed of the campaign via HIV professional groups membership lists, and at the

Ensuring all healthcare professionals (HCPs) are aware of key issues affecting people living with HIV BHIVA Autumn Conference 2021 via an augmented reality coffee cup

may help address stigma, improve patient engagement and the offering and uptake of HIV testing.

‘HIV IN THE UK TODAY'’ FACT SHEET DEVELOPMENT: Supporting people to age well with HIV ‘HIV in UK today’ fact sheet hyperlinks to key resources & distribution of

. . . click throughs:
= Gilead engaged BHIVA, BASHH, Terrence Higgins Trust and the Prevention Access

Campaign to provide expert input into the development of a three page, hyperlinked fact - 986 click throughs via hyperlinks embedded within the "HIV in UK today’ fact
sheet on ‘HIV in the UK today’ focusing on: o 2 B sheets were recorded to 4 key resource types:

HIVin e U ® g § | ] o ]
= UK HIV epidemiok)gy and need for improved HIV testing’ “°: = hhhmdm‘ hhuldm : = BHIVA HIV teStlng (42/0 [422/986]) & other gUldellneS (2/0 [19/986])

Stigma and undetectable equals untransmittable (U=U), e Terrence Higgins Trust Can’t Pass It On online HCP training resource

. . o . (tht.org.uk/our-work/training/cant-pass-it-training)® (39% [389/986)).
Supporting people to age well with HIV through a multidisciplinary, multisystem

2 pproaches to long-term care. HIV-Lens.org, an interactive online mapping tool that visualises the impact
el oo of the HIV epidemic on communities across England (15% [148/986)]).

= The fact sheet contained hyperlinks to wider resources shown on the right. Click - —
throughs from the fact sheet to these external resources were collected. Liverpool HIV Drug interactions website (1% [8/986)).

EMAIL CAMPAIGN OUTCOMES: Figure 1: Open rates & successful Data4NHS email delivery overall & according to HCP clinical speciality
On World AIDS Day (15t December 2021), 25,502 =ven after 10 years of progress in HIV, -

there is still more we can learn

DatadNHS emails were sent (and resent 7 days |ater) / 7 m HIV in UK today email open rate (%) DatadNHS average open rate (%)

to the target groups, with an open rate of 20.8% 26.2
(5,302).
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. . In the North East and Yorkshire there were 7497 people living with HIV accessing care into INPDOX

prevalence (according to PHE geographic area) and S . . 17.3
highlighted several key facts, while giving the option D e / Al 16 g 1 6 ;
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to click through to the ‘HIV in UK today’ factsheet. G_%x Q ,. }{

Dear [First Name] [Last Name]

Open rate (%)

Open rates were consistent across primary (20.7%, arecontsuy 0ot Asaggeng iopsepe 02018 et 00 —
3,629/17,531), and the 8 secondary care specialities ol s il T 5,302 20.8%

discrimination®

Emails opened Open rate

(range 17.3-26.2%), and consistently at or above the

Attitudes toward HIV have come a long way and we need to continue to move forward in

D 4 N H S f‘ 1 our perceptions of this long-term condition. Crucially, this involves clarifying
a ta ave ra g e ( I g U re ) . misunderstanding and stamping out misinformation, particularly within the healthcare

community / |
. o ¢ . People living with HIV should be treated like any other person with a long-term condition. | O “? / /
Click through from opened emails to the ‘HIV in UK Witnoutsigma, wihout dscririnaton. : | b I/ \ il /

today’ faCt Sheet was 28% (1 51/5’302)’ Wlth 69% U—U :Ise‘:isr:Inl::de:;f::‘f\;i::ir::‘oev‘i;ar:‘?::as:i::r;:;::;-undetectahle A \ k Primary Care Cardiology Diabetes Elderly Care Nephrology  Neurology  Respiratory Rheumatology W:g;ir;]s All HCPs

(104/151) from GPs. S 151 2.8%

Data4NHS HTML email screen shot Total number Click through
of clicks to open rate Total opened 3,629 264 180 178 93 248 185 139 386 5,302

Successful delivery 17,531 1,182 763 845 473 1,040 oM 530 2,227 PASASIY)

DIGITAL MEDIA ADVERTISEMENTS OUTCOMES: Figure 2: Click through rates (CTR) and clicks / impressions*

(opportunities to view) for the 6 HCP professional websites targeted
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A 2 week rolling digital media campaign (22" November through 8 for digital media advertisements

December 2021) used banner advertisements across 6 HCP professional 9 GILEAD M. § GiILEAD

websites that primary and secondary HCPs frequently use. Healthcare professionale/d 4t el ravent | Benchmark average

discrimination of people living with HIV N CTR; 0.05-0.1%

——=

Banners covered the core themes of the ‘HIV in UK today’ fact sheet (see U=uU C G@Bx |

I
. . ‘ . , an;;rcn:t::a;::::il::;;llfe for people living with HIV include: =2 w— GP Notebook | 47 / 249,044
examples) and on clicking enabled download of the ‘HIV in UK today’ fact + Avwacansss and sffectiSiastmpi e relsted commsrbidts i i

¢ - HIV on effective Ensure colleagues
h t P D F + Know that people living with HIV on effective treatment can't Untransmittable treatment CANNOT know the facts so

pass on the virus to sexual partners. U=U, Undetectable equals pass the virus on to people living with HIV Nursin g Times.net 198 / 54,846

Untransmittable? sexual partners’ can access healthcare

without fear of
+ Helping achieve zero transmissions in the UK by 20303 discrimination

Over 1 million (1,082,048) impressions, or opportunities to view the banners wo can nelp peopis Ining with HIV age well o S The BMJ 308 /120,881

by the website users were recorded over the 2 week campaign (figure 2) g Y — S 18 163,870

= Patient.info created the most impressions (31%, 340,008), followed by
GP Notebook (23%, 249,044)

Click through rate (CTR) was 0.23% (2,478 /1,082,048) which is over twice @@f 3¥tﬁ?fi33.ﬁ‘éaét§g'é§ Seyears T\t
the upper average industry CTR of 0.05 — 0.1% (figure 2) E All 2,478 /1,082,048

HIV is a manageable, long-term condition. = [
To find out how to support people living with HIV to age well } ( G I LEAD

= Pulse generated both the highest CTR (0.89%, 1,1372/153,399) and 0.0% 0.2% 0.4% 0.6% 0.8% 1.0%
largest number of clicks, accounting for 55% (1,372/2,478) of click agerelatnd comorbldliies atan earliersoert R Click through rate (%) & clicks / impressions (n/N)

th rou g hS, desplte accou nt| ng for 140/0 (1 53’399/1 ’082 ’048) Of overa ” Click here for references | UK-UNB-1210 | November 2021 *An impression (also kpown as a view—through) ia whan a user sees an advertisement. In practice, an impression occurs any time a user
opens an app or website and an advertisement is visible
Impressions.

Patient.info 505 /340,008

SUMMARY

= Engaging all who provide care for people living with HIV is key to ‘getting to
zero’.

AUGMENTED REALITY COFFEE CUP:

= At the BHIVA Autumn Conference 2021 (26" November 2021) Gilead used an augmented reality (AR) coffee
cup to inform HIV HCPs attending the conference about the campaign.

This str ically timed HIV awaren mpaign tar lar K non-
Coffee cups provided to delegates from the Gilead stand contained a QR code which when scanned with a JEUCIS I AUl SRRIEIRSS R FIEREe e & e B e

smart phone created an AR image over the cup. Using a series of messages, delegates explored the need for HIV healthcare community achieved high engagement, directly engaging up to

and development of the campaign (see images, and QR link to a short video) and offered a download of the 7,708 HCPs and |aroviding over 1 million views of the campaign messaging over
‘HIV in the UK today’ factsheet to their device. the two week period.

= This anecdotally provided a novel way of engaging and providing conference delegates with information. We provided current and pertinent information on HIV testing, stigma, U=U, as
1) _, well as links to training resources, and highlighted the need for a
| Y B : | multidisciplinary, multisystem approach across healthcare settings, with the
patient at the centre.

Future work could include qualitative analysis of the campaign’s benefits and
measuring impact on HIV testing rates.

Scan this QR code to / ¢ \ = ‘\ \g__f_es““‘.‘ﬁ_{&\c?' Declarations: This campaign was developed and funded by Gilead Sciences Ltd UK&I with input and endorsement from BHIVA, BASHH, Terrence Higgins Trust and

Prevention Access Campaign.

watch the AR cup
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